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Abstract 
The advent of technology and globalisation has enabled firms to leapfrog their internationalisation. Firms that internationalised 
from inception are often referred as “Born Globals”. Building on extant literature, this paper presents a framework conceptualising 
factors contributing to the rapid internationalisation of firms. Drawing from network approach and dynamic capabilities 
perspective, this paper proposes that the firms’ entrepreneurial orientation act as antecedents to network capability. To overcome 
resource constraints often faced by Born Globals, they take advantage of external resources to enhance their capabilities or 
competencies.  This astute utilisation of external support is posited to explain rapid internationalisation by Born Globals. 
© 2015 The Authors. Published by Elsevier Ltd. 
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1. Introduction 
Traditional theories of internationalisation highlight that firms initially establish a strong base in the domestic 
markets and slowly expand to foreign markets which follows incremental stages of internationalisation. The normal 
pattern for businesses would be to enter foreign markets only when they have proved successful domestically and have 
generated consistent cash flow. They would then enter one market at a time, in a country geographically close to home. 
This incremental process is suggested by Johanson and Vahlne (1977) for SMEs to accumulate sufficient knowledge 
and resources to minimise the risk on venturing to foreign markets. However, new studies that were conducted in 
relation to SMEs export behaviour have challenged many previous findings in the traditional internationalisation 
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literature (Oviatt & McDougall, 1994; McKinsey & Co., 1993). These new breed of firms have been labelled by many 
names, such as International New Ventures (Oviatt & McDougall,1994), Global Startups (Autio, Sapienza, & Almeida, 
2000) and Born Globals (McKinsey &  Co., 1993; Knight & Cavusgil, 1996; Madsen & Servais, 1997). Born Global 
is synonymous with the terms “International New Ventures” and “Global Startups”.  
The “Born Global” concept was coined in a survey for The Australian Manufacturing Council by the McKinsey 
Consultants. McKinsey & Co. (1993) were the first to identify a group of Australian manufacturers who were exporting 
just two years from establishment. Born Global firms have been defined in the literature as “Business organizations 
that from inception, seek to derive significant competitive advantages from the use of resources and the sale of outputs 
in multiple countries” (Knight & Cavusgil, 2004; Autio et al., 2000; Oviatt & McDougall, 1994). According to 
Cavusgil and Knight (2009),  a Born Global is characterised as highly active in international markets from its inception, 
lack of tangible and financial resources, having strong entrepreneurial orientation toward international markets, often 
implementing differentiating strategy, offering superior product quality, leveraging information technologies and 
advance communication and mainly expand internationally via exporting. This paper proposes a framework to explain 
the rapid internationalisation of firms in the context of new industrialised nations. 
2. Review of Literature 
Various perspectives have been used to explain the behaviour of firms in internationalisation.  Uppsala Model 
(Johanson & Vahlne, 1977) and Innovation Model (Bilkey & Tesar, 1977) are among the well-known traditional 
schools of research that elaborate on internationalisation as an incremental process. The Uppsala Model emphasises 
on a series of stages that accumulate market knowledge and commitment over time. As for the Innovation Model, 
similar to the Uppsala Model, it is also considered as the incremental approach. The Innovation Model emphasises on 
gradual stages and the slowness of learning on acquisition of relevant knowledge, experience and resources (Bilkey 
& Tesar, 1977). 
In contrast, there are some arguments that incremental models of internationalisation are too deterministic and the 
internationalisation process of firms are highly individualistic, situation specific and contingent on resource 
availability at the time opportunity presented itself (Reid, 1983). Oviatt and McDougall (1994), Bell (1995), Knight 
and Cavusgil (1996) and Madsen and Servais (1997) are among the scholars who present a strong empirical criticism 
and have highlighted the emergence of International New Ventures (INV) approach as a unique challenge for 
incremental models.  Scholars such as Knight and Cavusgil (2005) emphasised Born Globals do not follow the theories 
of incremental firm internationalisation. Bell (1995) called for a network approach for better understanding of Born 
Globals. Rasmussen, Madsen, and Evangelista (2001) believe that network relationship plays a critical role in Born 
Global internationalisation. According to this theory, international networking and interpersonal relationships that 
shape the behaviour of firms to internationalise are the result of the business and social networks rather than through 
the process of internationalisation (Malhotra, Agarwal, & Ulgado, 2003). Chetty and Blankenburg-Holm, (2000), 
Sharma and Blomstermo (2003), Loane and Bell (2006), Mort and Weerawardena (2006), Coviello and Cox (2006), 
Coviello (2006) and Zhou, Wu, and Luo (2007) are among the scholars that use the network approach to further 
support their research on Born Globals.  
Besides the network approach, Resource Based View (RBV) and Capability view are widely used by researchers 
in the Born Global literature (Yeoh, 2000; Yeoh, 2004; Rialp & Rialp, 2006; Weerawardena, et al., 2007; Karra, 
Phillips & Tracey, 2008; Di Gregorio, Musteen & Thomas, 2008). According to RBV view, firms act differently in 
the same industry due to their differences in possessing resources (Barney, 1986). However, the emergence of Born 
Globals also challenges RBV due to its nature as a resource poor, small in size and young in age but internationalise 
from inception (Oviatt & McDougall, 2005; Knight & Cavusgil, 2004). Besides that, RBV is more applicable for 
MNEs rather than SMEs because traditionally only large firms can afford the resources to engage the international 
market. Capability view is in contrast to RBV, which focuses on the role of capabilities rather than resources in 
explaining the ability to achieve organisational goals. The key factors that differentiate the capability view from RBV 
is entrepreneurial owner/managers’ ability to develop organisational routines (Mort & Weerawardena, 2006). 
Capability view suggests that in order to identify opportunities, the firms need to develop new capabilities and respond 
in a timely manner (Eisenhardt & Martin, 2000; Nelson & Winter, 1982).  
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In light of different perspectives of internationalisation as presented above, scholars found that it is better to 
integrate perspectives to understand better the Born Globals’ behaviour in international market, because when these 
theories are used independently, it is inadequate to explain the behaviour of Born Globals (Cavusgil & Knight, 2009). 
With that, this paper combines network perspective and dynamic capabilities view to provide useful explanation and 
better understanding of the Born Global firm’s behaviour in the international market. In the next section the theoretical 
development and research propositions are presented. 
3. Theoretical development and research propositions 
The conceptual model is shown in Figure 1. Specifically, the research model shows how Born Global’s network 
capabilities are nurtured and encouraged by the firm’s entrepreneurial orientation behaviour. Even though the founders 
are usually the innovators, their networks are important factors in the innovation process, and essential in the next 
development phase of their knowledge intensive products (Acs, Randall & Yeung, 2001; Baum et al., 2000) and 
employ proper marketing tools in a global niche market. These competencies lead to rapid internationalisation. 
 
Antecedent 
 
 
 
 
 
 
 
 
 
Fig.1. Conceptual model of rapid internationalisation of Born Global firm 
 
3.1 Born Global’s entrepreneur behaviour as antecedent to network capability 
 
Entrepreneurial orientation has been identified as potential drivers of international market performance (Knight & 
Cavusgil, 2004). In light of this scarcity of resources, an entrepreneurial orientation has frequently been seen as an 
important source of competitive advantage (Johansen & Knight, 2010). Since SMEs have fewer available resources 
than resource rich MNEs, they rely on entrepreneurial orientation to create the competitive advantages that lead to 
superior firm performance in international markets (Wiklund & Shepherd, 2005; Knight & Cavusgil, 2004). Similarly, 
the critical role of firms’ entrepreneurial behaviour in early internationalisation is the common denominator in Born 
Global literature (Cavusgil & Knight, 2009; Andersson & Wictor, 2003; Oviatt & McDougall, 1994; Knight & 
Cavusgil, 1996; McDougall et al., 1994; Rennie, 1993). According to Mort and Weerawardena (2006), the strategic 
role of Born Global’s owners/founders as well as the attractiveness of the innovation, proactiveness and risk taking of 
entrepreneurs are the main determinants of building network relations. They have argued that the most successful 
network activities are complemented by entrepreneurial opportunity seeking behaviours. They have conceptualised 
the network relation as dynamic network capability that are strategically built and nurtured by the owner/manager to 
fulfil the strategic vision of reaching global market (Mort & Weerawardena, 2006).  This is consistent with the findings 
of Harris and Wheeler’s (2005) that networking capability is strategically pursued and developed by Born Global 
firm’s entrepreneur. Behavioural characteristics are highly internationally entrepreneurial by nature, consistent with 
proactiveness, innovativeness and risk taking (Zhou, 2007; Knight, 2000; McDougall & Oviatt, 2000; Madsen & 
Servais, 1997). Besides Born Global’s entrepreneurial orientation, learning orientation and international experience 
has been highlighted in literature as the main contributor to the process of building capability such as network 
capability (Mort & Weerawardena, 2007). Using these arguments the following proposition is suggested.  
Proposition 1. The Born Global’s entrepreneurial behaviour is positively related to network capability in rapidly 
internationalising firms. 
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3.2 Network capability and rapid internationalisation  
 
Networks contribute to the Born Global success by assisting to build invaluable knowledge regarding international 
business methods and opportunities (Chetty & Blankerburg-Holm, 2000; Madsen & Servais, 1997). Knight and 
Cavusgil (2004) reported that in international business, knowledge provides particular advantages that facilitate 
foreign market entry and operations. Knowledge is referred to as the capacity of the firm to gain confidence on the 
use of network relationship to achieve superior international performance (Autio et al., 2000). Firms that want to 
achieve superior performance in foreign markets need to build their network capabilities to gain market knowledge. 
Network capability refers to the firm’s capacity to initiate, maintain and coordinate the activities in the network 
relations to gain competitiveness (Loxton & Weerawardena, 2006). According to Mort and Weerawardena (2006), 
since the Born Globals are resource poor, their networking capability provides these companies with the needed 
sources of market knowledge that the Born Globals could not otherwise perform. Networking also provides Born 
Globals the capability to generate ideas for the development of knowledge intensive products, as well as specific 
knowledge pertaining to market conditions and how the international markets can be properly satisfied. Once the Born 
Global gains this knowledge, it is utilised to allow for rapid internationalisation and superior performance in the 
international market since the company is better able to exploit the opportunities present in the new international 
markets (Mort & Weerawardena, 2006; Knight & Cavusgil, 2009). Zhou et al. (2007), and Etemad and Lee, (2003) 
highlighted that network relations directly affect the firms’ international performance since through it, information on 
technologies and market is generated.  
Weerawardena et al. (2007) conceptualised networking capability as the ability of firms to acquire, disseminate 
and integrate knowledge from partners such as other firms, universities, industry association and wider community of 
experts that impact on the firms’ ability to develop knowledge intensive products. Zhang, Tansuhaj and McCullough 
(2009) conceptualised network capabilities as the integration of relationship capability and communication technology 
capability. Network capabilities refers to the capacity of communication technologies to assist Born Global firms to 
acquire knowledge, develop strategies, and maintain relationships to assist in accelerating their internationalisation. 
Network capabilities in this study in conceptualised as the capacity of the firm to acquire international market 
knowledge through its network relation with customers, buyers, other firms, government agencies, universities and 
community of experts. Based on the above arguments, the following proposition is proposed: 
Proposition 2. Network capability is positively related to rapid internationalisation. 
 
3.3 Network capability and marketing competencies  
 
According to Awuah (2001), competencies of the firms cannot be seen as exclusively developed within the firms, 
it has been seen more often that it is enhanced by mutual learning and experiences of the firms through its integration 
with other actors in its network relations. The firms’ network relationships are considered as competitive advantage 
for the firms, in that they can be exploited to develop the firms’ competencies. The firms’ strategic decisions especially 
in international markets are highly influenced by their network relations in order to meet the needs of their customers 
better and /or faster than their competitors (Awuah, 2001). Although the firms may constantly upgrade their knowledge 
and skills through education and training to get to know the behaviour of buyers and sellers in this turbulent and 
complex market place, however in this matter, any strategic decision and activity in regards to their target customers 
and delivering products and services will be completely adjusted by knowledge that emanate from the firms’ networks 
in order to meet the needs of customers better and/or faster than competitors (Awuah, 2001). Based on the above 
arguments, the following proposition is proposed: 
Proposition 3. Network capability is positively related to marketing competencies in rapidly internationalising 
firms. 
 
3.4 Marketing competencies and rapid internationalisation 
 
Knight et al. (2004) findings reveal that marketing competencies appear to be critical in driving Born Global’s 
international performance. Marketing competencies implies skillful handling of product adaptation and the marketing 
planning process, control of marketing activities, prowess in differentiating the product, as well as being highly 
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effective in pricing, advertising, and distribution. The ability of firms to gather this information, manage it and use it 
to implement marketing competencies was found to be the key to the international success of these Born Global firms 
(Knight et al., 2004). Marketing competencies is the most important influencers on the firm performance (Johansen 
& Knight, 2010; Knight & Cavusgil, 2004; Kotabe, Duhan, Smith, & Wilson, 1991). Firms with good marketing 
activities attempt to offer goods and services that perceived value exceed the buyer expectation in comparison with 
competitors. The authors argued that by providing continuous superior buyer value, it will lead to creating and 
maintaining relationships with its targets. Although firms may emphasise more on superior product and technology to 
meet market demand but without proper marketing activities and skills, it is less likely to be fully effective to foreign 
customers. Hence, superior marketing activities and skills provide the firm competiveness in playing a crucial role to 
operate effectively in such competitive international marketplace and achieve superior performance (Zou & Cavusgil, 
2002). Using these arguments, the following proposition is suggested.  
Proposition 4. Marketing competencies is mediating network capability and rapid internationalisation. 
4. Concluding remarks 
This study is drawn from network perspective and dynamic capability view to explain the internationalisation of 
Born Global firms. The existing literature on Born Globals was reviewed in order to propose the research framework 
for this study. This framework is conceptualised by integrating two models into one framework. The focal point is 
network capability that integrates the antecedent (entrepreneur orientation) to rapid internationalisation. 
This study reveals that even with limited resources, firms such as Born Globals no longer consider it as a barrier 
for early internationalisation and superior performance. In the literature, entrepreneurial orientation has been found as 
the antecedent that has a positive and significant effect on building network capabilities. Network capabilities is 
conceptualised as routines through which the firms learn from multiple sources of knowledge (customers, suppliers, 
other firms, industry associates and government agencies) regarding the international market. The acquisition of such 
knowledge plays a significant role in building marketing competencies in order to achieve rapid and superior 
performance in the international market. 
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